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Abstract 
It is seen 
that these evaluations have gained importance in terms of consumer-orientation, innovativeness, equality in income 
distribution, efficient use of resources. It provides significant advantages to evaluate the studies conducted in the domestic 
markets by the foreign firms. When particularly the figures of the world trade volume are analyzed, the importance of the 
subject becomes clearer. The competitive practices engaged in by the foreign firms with the firms in the domestic markets 
and other foreign firms have increasingly become an important field of information. Moreover, substantial investments made 
in the domestic markets by the foreign capital movements have also led to the multilateral positive effects. Analysis of the 
attitudes toward the foreign firms is also another important part of the subject as well as the positive evaluations. This study 
aims to analyze the relations between the values of the young consumers and their attitudes toward foreign firms. University 
students were included in the scope as young consumers. The survey method was used so as to collect data. The survey 
performs measurement in two aspects as consumer values and consumer attitudes toward foreign firms. SPSS 15.0 and Lisrel 
8.7 programs were used for data analysis.  
2 Published by Elsevier Ltd. Selection and/or peer-review under responsibility of The 8th International Strategic 
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1. Introduction 
Globalization includes a series of factors such as world-wide investment, production and marketing, 
telecommunication technology and advancement of Internet, growth in the global media and increase in world 
travel (Alden, et al. 2006). Globalization trend has contributed to harmonization of the set of common cultural 
characteristics and behaviours (Chu, Huang, 2010). These striking developments throughout the world have 
created various effects on the consumer profile and the consumers have been enabled to access any information.  
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There are various reasons underlying the movement toward global brands. The first one is scale economies 
and gains within the scope of Research and Development, production and marketing and the second one is 
considered as increase in their strategic attraction regarding development of the similar needs and adaptation in 
the important consumer segments in the world. Accordingly, the consumers, who are the part of the global 
community, perceive the global brands as better-qualified alternatives than the equivalent domestic brands. 
(Kelley, 2007). The third reason is that globalization reduces time consumption of a brand in the local changes 
and increases its speed in the market (Steenkamp, et al., 2003). 
 
This study aims to analyze the relations between the values of the young consumers and their attitudes toward 
foreign firms. Accordingly, the model dimensions, which were formed by analysis of the study samples in the 
literature and value models, were performed by the survey method and it was structured in the relational research 
model.  
2. Literature Review  
2.1. Consumer Values and Attitudes  
Value indicates the things which are important to us in our life. Values are considered to guide perceptions, 
attitudes and behaviours of people among cultures, time and content. Values are defined as output of social and 
cultural ethnicity in a multidimensional structure. In addition, it is stated that values have a strong influence on 
individual behaviours (Yuan, Song and Kim, 2011). Values are thought to be stable relatively for adults and 
activate human behaviours (Lee, Soutar and Louviere, 2007).  
The key feature of values is that they are in the centre of life since they influence the attitudes and behaviours. 
Indeed, values are also said to influence drug addiction, political tendency, religious behaviours, watching 
television and free time activities (Swenson, Herche, 1994). According to the results of another analysis on 
values and behaviours, it was found out that there are significant differences as regards the various attitudinal 
and behavioural results of values. Choices of profession, smoking, cheating in exams, political attitude and 
behaviours, friend choices, contribution to human rights activities, automobile purchasing, religious 
contributions, free time activities, use of mass media, consequences of use of media, political adaptation etc. can 
be set as an example (Homer, Kahle, 1988). 
As for Kahle, who is one of the writers having contributed to the literature, efficient marketing helps 
more than their benefits gives 
consumers a more positive experience (Kahle, 1985). Ac beliefs which 
find some behaviours and purposes more preferable than others 
2008).  
 
Suitable values can be used in pricing as regards use of values in marketing; as prestige pricing for the people 
who appreciate sense of accomplishment; in product planning by following value changes rather than changes in 
the new market opportunities; for the people who wish more protective packages in packaging and attach value 
to security; for the people who feel accomplished by shopping at stores with special discounts in distribution or 
for penetration into new regions by offering different values in particularly different regions (Kahle, 1985).  
 
Since values have an influence on attitudes and behaviours as a basic characteristic, it is useful to analyze the 
subject of attitude. In this respect, attitudes are defined as positively or negatively learned behaviour potential of 
individuals about an object 
attitudes are said to be tendencies which are assumed depending on the behaviours of the individual and prepare 
the behaviour. Analysis of these tendencies entails analysis of the components constituting the attitude 
In the analysis of consumer attitudes toward global brands, values play an important part and 
become the basic aim of this study.     
2.2. Global Brands and Values  
In the world defined as a global village, involvement of consumers in the process of dense cultural interaction 
and change has created radical changes in consumption principles and habits as a result of stunning 
developments in the field of communication (Tanyeri, ed. Timur Thus, a lot of international 
brands for children have emerged recently and more firms now are trying hard for the firm products to be 
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international.  Calvin Klein, MTV are some of the fashion brands targeting young 
people at the international level, based on the fact that the requests and needs of young consumers are very 
similar regardless of geography in the industrialized world of fast food and global communication (Dibley, 
Baker, 2001).  
 
Within the scope of global marketing, it is required to understand how consumers perceive the role of a brand 
and the relation between the brand popularity and purchasing behaviour (Chen, 2011). The values of an 
individual shape his/ her objectives to be attained, and thus his/ her behaviours. Therefore, it is one of the 
Deniz, Can, 2008). Values are generally regarded as outputs of culture and ethics in the society and have 
multidimensional basis. Practical, psychological and social consequences of practices meaning any value might 
conflict or have positive consequences (Schwartz, Boehnke, 2004). Hence, some specific kinds of values might 
be regarded more important to consumers in a country than to consumers in a market in another country owing to 
cultural and socio- economic differences (Kim et al., 2002).  
3. Value Models and Samples of Studies  
Many researchers have tried to measure effects of cultural factors and individual values. Value measuring 
instruments seen in the literature (Humayun, Hasnu, 2009) are Rokeach Value System (RVS) (Rokeach, 1973), 
research of Human Values (1992).  
3.1. Values and Life Style System Scale (VALS)  
In recent years, one of the most intriguing developments in the value methodology is Values and Life Styles 
researches developed by Mitchell (1983) (Kahle et.al.,1986). The theoretical basis of VALS researches started 
under nine 
life style groups statistically and theoretically and it was defined with nearly thirty four useful questions (Kahle 
et.al.,1986).  
 
VALS was criticized for having low validity and it provided an opportunity for development of VALS 2 
which is a better behaviour estimator. However, both VALS and VALS 2 are special instruments restricting their 
own usages (Swinyard, 1998). VALS 2 scale, which was developed considering the trends having developed in 
1989 and tendencies of the society, gave a life style valuation consisting of eight categories as the ones who 
realize, the ones who attain, the accomplished, the empiricists, the believers, the constructors, the endeavouring 
and the struggling  
3.2. List of Values (LOV) 
List of Values (LOV) was developed as an alternative to VALS analysis by the researchers at Measurement 
and Research Centre of Michigan University. The studies of Maslow (1954) and Rokeach (1973) on values were 
for evaluation of adaptation 
adaptation. The themes include the list of nine values as self- respect, security, warm relations, sense of 
accomplishment, self fulfilment, sense of belonging, being well-respected, fun and enjoyment and excitement 
(Kahle, Beatty, Homer, 1986).  
3.3. Rokeach Value System (RVS) 
Rokeach conceptualized two kinds of values: instrumental values and terminal values. Rokeach suggests that 
instrumental values represent the beliefs related to general desirable ways of behaviour while the terminal values 
represent the constant beliefs related to the current desires (Erdem, Oumlil, Tuncalp, 1999). Rokeach states that 
individual values precede the attitudes and influence them, and thus values bear a deeper and broader meaning to 
 
are ignored are related to physical development and wealth. The second problem is related to issues such as 
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protection of dignity, privacy and human life included in basic human rights and freedom. None of these issues 
can be adequately represented in Rokeach value analysis and even in the basic disciplines in the society.  
3.4. Schwartz Value Research  
Schwartz Value Research which was formed in Rokeach Value Research was designed in a way that it can be 
applicable to both Western cultures and non- Western cultures. In addition, unlike Rokeach Value Research, 
value groupings or their subscales were summarized by Schwartz and a sound experimental and theoretical base 
was established (Allen, 2001). 
1992. In  
56 values (  
3.5 Samples of Studies from Turkey  
Although the number of studies on values conducted in Turkey is not too many, it is seen that mostly 
 values have been benefited so as to measure individual values. The prominent studies are 
as follows:  
to determine the effect of individual values on sustainable consumption 
behaviour
teachers, wh
they aimed to analyze the reasons effective in brand loyalty of consumers and sub-
grouping in terms of their individual values
 
the structure of marketing values in the related sample was determined and presented and marketing segments 
research 
consumption behaviour and they planned and 
carried out studies to determine effects of values on sustainable consumption behaviours of 600 women.   
4. Research Methodology  
4.1. Importance and Purpose of the Research  
Changing, regulating and determining the relations between the society, institutions, organization and 
individuals, values are important parts of our lives (Dibley and Baker, 2001). As a result of the fact that 
consumer values influence consumption patterns changing along with globalization, distinct changes in attitudes 
and behaviours toward brands have been observed.  
 
This study aims to analyze the relations between the values of young consumers and their attitudes toward 
foreign firms. To this end, the relations between consumer values and attitudes toward foreign firms were tried to 
be explained by means of SPSS 15.0 and Lisrel 8.7 programs.  
 
Structured in the causal research model, the research was conducted as survey method. The survey method 
was used as a means of data collection in line with the aim of the research. In this respect, the survey form 
consists of three parts. The importance level attached to the consumer values (Allen, 2001), the scale of 
consumer attitudes toward foreign firms (Lee, Tai, 2006) and demographic information were measured in the 
first, second and third parts respectively.  
Sampling of the research is constituted by young consumers. Accordingly, data was collected from 840 
students from eight different universities by means of the survey method. 41 out of 840 surveys were eliminated 
due to being ineligible and the analyses were conducted over 799 surveys.   
4.2. The Research Model and Design  
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Expressions of behaviour characteristics stated in the values were used in the measurements related to the 
values (Lee, Soutar and Louviere, 2007). In the research, Schwartz value model, which was in the study 
conducted by Michael W. Allen in 2001, was used and value expressions were developed. Schwartz value areas 
used in the study are as follows ( Allen, 2001). 
 
 Hedonism (for example; comfortable life, pleasant life)   
 Success (for example: sense of accomplishment, ambitious, talented) 
 Self-direction (for example: independent, creative, smart)  
 Social power (for example: social power, recognition)  
 Suitability (for example: obedient, polite)   
 Security (for example: family security, national security)  
 Benevolence (for example: forgiving, charity, affectionate, honesty, friendship, love)  
 Universalism ( for example: equality, world peace, social justice, broad point of view) 
The values measured were analyzed in two aspects as self directional and social affiliative values in line with 
the study conducted by Kim et al. (2002). Multivariate and univariate analysis techniques were used for 
 5. very 
  
4.3. The Research Model and Hypotheses  
 
The model of the research is relational research model. In this respect, the relational model, in which the 
relation between consumer values and attitudes toward foreign firms are schematized, guides our research. 
Firstly, the eight values stated in the literature were analyzed with the value behaviours and the required analyses 
were performed by reducing the values to two aspects. The structural equation model was used so as to test the 












Fig 1. Research Model 
The hypotheses which were established in line with the aim and model of the research so as to measure 
consumer values and attitudes toward foreign firms are listed below. The hypotheses developed in accordance 
with the aim of the research were tested by the structural equation model.  
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H1= The relation between the self directional values and attitudes toward general practices of business 
administration is significant.  
H2= The relation between the self directional values and attitudes toward product quality is significant.  
H3= The relation between the self directional values and attitudes toward improvement of competition is 
significant.  
H4= The relation between the self directional values and attitudes toward profit-orientation is significant. 
H5= The relation between the social affiliative values and attitudes toward general practices of business 
administration is significant.  
H6= The relation between the social affiliative values and attitudes toward product quality is significant.   
H7= The relation between the social affiliative values and attitudes toward improvement of competition is 
significant.  
H8= The relation between the social affiliative values and attitudes toward profit orientation is significant.   
5. Findings 
Frequency and percentage distribution related to some socio-demographic features and results of analyses 
related to the structural equation model included in the scope of the research are presented in this part of the 
research.  
5.1. Features of the Sample Research  
47 % of the participants are female and 53% male. When the family income is analyzed, 53% of the families 
have a low level of income, 38% middle and 9% high. The number of members in family is 1-3 people for 18 %, 
4- %. 43% of the participants live in the metropolitan, 21% in the 
provincial centre, 26 % in the district, 4% in the town and 6 % in other areas. 40 % of the participants are 
members of a social group whereas 60 % are not. When their will to be a member of a social group is analyzed, 
it was found out that 63% are willing to be a member of a social group while 37 % are not. In Table 1 the 
they spend time most, membership to a social group and their will to be a member of a social group are given 
within the scope of the research. The average age of the participants is determined as 21,06.  
Table 1 Features of the Sample Research  
 
Variables Fr. % Variables Fr. % 
Gender   Family Income   
Female 379 47 Low 418 53 
Male 420 53 Middle 302 38 
Total 799 100 High 68 9 
   Total 788 100 
Number of Members in Family    Place where they live   
Between 1-3 people 143 18 Metropolitan 341 43 
Between 4-6 people 614 77 Provincial centre 169 21 
 36 5 District 204 26 
Total 793 100 Town 29 4 
   Village and others 49 6 
   Total 792 100 
Membership to a Social Group    Will to be a member of a social group    
Yes 319 40 Yes 496 63 
No 472 60 No 293 37 
Total 791 100 Total 789 100 
 
 
5.2. Reliability and Validity Analysis   
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Internal consistency rate was calculated to test reliability of data. Cronbach alpha value was determined as 
0,849 for consumer values and 0,744 for attitudes toward foreign firms. Moreover, validity of the scale was 
calculated by means of the split half method and Spearman- Brown test correlation was found out to be 0,594 for 
consumer values and 0,41 for attitudes toward foreign firms. In the process of item discrimination, firstly, the 
item- total correlation was analyzed and the values smaller than 0.20 were eliminated from the analysis. The 
item- total correlations are between 0,158-0,514 for consumer values and 0,194-0,423 for attitudes toward 
foreign firms. The fact that item- total correlations are positive and high is very important in terms of reliability. 
In the process of item discrimination, secondly, the difference between the sub- group 27 % and upper-group 27 
% item averages which were established according to total points of the scale was compared with the 
independent t-test and discrimination index of each item gave significant results statistically at the level of 0.01. 
The first 27 % group average with the lowest point in consumer values was found out to be 110,19 and the last 
27 % group average with the highest point was determined as 139,90. The calculated t value was determined to 
be significant at the level of -37,294 and 0,01. The first 27 % group average with the lowest point in attitudes 
toward foreign firms was determined as 59,79 and the last 27 % group average with the highest point was 67,14. 
The calculated t value was determined to be significant at the level of -9,329 and 0,01. This result points out that 
there is a significant difference between the one having the feature to be measured and the one not having that 
feature in a measurement with a normal distribution. The test values obtained are as follows.  
 
Table 2 Results of Reliability and Item Discrimination Analysis  
 








  First 27% Last 27% t Test 
      t Sig. 
594 0,849 110,19 10,98 139,90 4,05 -37,29 0,000 
 








  First 27% Last 27% t Test 
407 0,744     t Sig. 
  59,79 7,62 67,14 8,69 -9,329 0,000 
5.3. Confirmatory Factor Analysis  
The structural equation model was applied so as to determine the compliance between data and the model and 
find out the latent variabl
between the latent variables in the measurement model were analyzed, the variables of individual tendency was 
found out to have a significant relation with variables of the general practices of business administration, product 
quality and competition improvement and inter-variable relations were not significant. The obtained t values and 
standardized solution results are given in the following table.  
 
Table 3 Results related to the Variables in the Measurement Model  
 
Relations between Values and Attitudes toward Foreign Firms T-Values St.Solutions Hypothesis 
 5,38 0,40 ACCEPTED 
 6,13 0,41 ACCEPTED 
 4,85 0,34 ACCEPTED 
it- orientation -,024 -0,015 REJECTED 
 0,18 0,006 REJECTED 
 1,44 0,094 REJECTED 
 -0,12 0,023 REJECTED 
- orientation 0,54 0,038 REJECTED 
 
 












Fig 2. Measurement Model  
The indices used in the evaluation of model fitting in the literature are as follows: 2/df rate should be less 
than 3; GFI, NFI, NNFI, CFI and IFI should be more than 0.9; RMSEA should be less than 0,05 and those less 
than 0,08 are also acceptable; RMSEA should be less than 0,10 (Suki and Ramayah, 2011; Lacobucci, 2010). 
When fitting index between the model and data was analyzed according to the measurement model, the model 
indicated a good fitting according to both 2/df rate and other criteria of fitting statistic evaluation. The fit 
indices related to the measurement model are given in the following table. When the values related to model-data 
fitting were analyzed, 2 value was found as 3947 and the degrees of freedom was 49. The rate of 2/df is 
2/df value in the measurement model was determined as 3,54. It is possible to say that 
model and data have a good fitting. AGFI and GFI values are always from 0 to 1. As this rate gets closer to 1, a 
perfect fitting is ensured. In our measurement model, AGFI value was determined as 0,81 and GFI value as 0,82. 
When NFI, NNFI and CFI values were analyzed, NFI value was 0,85, NNFI was 0,88 and CFI was 0,89. It 
points out that the model and data have an acceptable fitting. RMSEA, RMR and SRMR, the other fitting values, 
were analyzed and determined as 0,059, 0,069 and 0,070 respectively. The fitting index value between the model 
and data is considered acceptable. Fitting measurement related to the measurement model is presented below.  
 
Table 4 Measurement Model and Fit Indices for Structural Models  
 
Fitting Measurements Best Fit Acceptable Fit Recommended Model 
 
RMSEA 0<RMSEA<0,05  0,059 
NFI   0,85 
NNFI   0,88 
CFI   0,89 
IFI   0,89 
SRMR   0,07 
GFI   0,82 
AGFI  0,8  0,81 
NTWLS 2 least least 4210 
MFF 2   3947 
df - - 1115 
2/df   3,54 
 
 
6. Conclusion  
Distinct changes in attitudes and behaviours toward brands have been observed owing to the fact that 
consumer values influence consumption patterns changing along with globalization. Today, prevalence of 
common consumption patterns worldwide and sharing experiences particularly through the social media require 
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analyses on global consumption harmony to be concentrated on. In this study, it is aimed to analyze the values of 
the consumer groups, the target group, and the analysis of their relation with their attitudes toward foreign firms.   
The study was conducted with the survey model in the relational research model. By means of this study, 
consumer values of the consumers and their attitudes toward foreign firms were analyzed. The university 
students were included in the scope of the research and analyses were conducted on data of 799 surveys obtained 
from 840 students in total from eight different universities.  
Data obtained within the scope of this study were tested by univariate and multivariate statistical analysis 
techniques. First of all, in line with the validity and reliability analyses, internal consistency rate, item 
correlations and total points of 27 % sub-group and 27 % upper- group were obtained and t test was conducted. 
The results obtained were significant. The structural equation model was used in testing the relational model. As 
a result of evaluating goodness of fit, the model was determined to have a good fitting. Among the hypotheses 
developed in line with the aim of the research, the significant relations were determined between self directional 
values, general practices of business administration, product quality, attitudes to improve competition. The 
relation between self directional values and profit orientation is not significant. The relation between the social 
affiliative values, general practices of business administration, product quality and attitudes toward improvement 
of competition and profit orientation is not significant. The attitudes of the consumers having self directional 
values are possibly considered positive.  
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